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Trying to tear a thick telephone 
book in half is a diffi  cult, if not 
impossible task and most of us 

wouldn’t even try. As we all know, a 
telephone book consists of hundreds 
of individual pages any one of which 
can be easily torn, but put them all 
together, and the task is all but out 
of the question. An analogy can be 
drawn between the individual pages 
of a telephone book and an indepen-
dent archery shop owner. A single shop 
owner might not get the best prices 
from a manufacturer because he just 
doesn’t sell enough product to qual-
ify for a volume discount. However, 
joining other shop owners in a buying 
group changes the game. 

Membership in ARRO, NABA, NBS 
or Sports, Inc. lets individual archery 
shops buy the same way big chains 
and catalog merchants do. We recently 
contacted a number of buying groups 
to see how they operate and how their 
members feel about the relationship. 
Here’s what we found out. 

ARRO
Th e Archery Range and Retailer’s 

Organization (ARRO) is a cooperative 
consisting of approximately 180 lead-
ing archery pro shops. Its purpose is 
to help these independent retailers 
strengthen their operations by joining 
together for high volume, best price 
buying. Th e organization has been 
incorporated since 1981 and was pre-
viously known as the Archery Lanes 
Operators Association (A.L.O.A.). 

ARRO is a member/stockholder 
cooperative buying group which means 
when a dealer joins the organization, 
they become part owner. Because they 
are stockholders as well as members, at 
the end of each year, after expenses are 
covered and necessary cash reserves 
are met, the organization distributes 
the remaining capital among members 
as cash patronage dividends. By work-
ing and buying in a unit, these archery 

retailers obtain the lowest possible 
prices on their purchases and receive 
dividends on their yearly purchases. 

According to Administrative 
Director Lynn Stiklestad, for the past 
25 years ARRO has seen steady growth 
in its retail membership and currently 
works with nearly 200 manufactur-
ers. Th is partnership allows individual 
dealers to buy at the best available 
price without restrictions such as mini-
mum orders. 

Stiklestad noted ARRO has three 
diff erent programs set up with manu-
facturers. Th e fi rst is a central billing/
drop ship option which is the way the 
majority of ARRO programs are struc-
tured. By using this program a dealer 
can place an order directly through the 
manufacturer’s sales representatives or 
order department. 

After the order has been placed, 
the manufacturer sends the invoice to 

the ARRO offi  ce for handling and pay-
ment after which ARRO bills the dealer. 
Stiklestad said this makes it easier for 
the dealer because he only has to write 
one check to cover multiple orders and 
this keeps the dealer’s account on a 
prompt pay status because the ARRO 
offi  ce checks balances on a daily basis. 
ARRO guarantees payment to the cen-
tral billed manufacturer providing they 
follow strict billing and shipping guide-
lines to the members. Th e guarantee of 
payment is a big reason manufacturers 
are willing to provide their best prices 
to ARRO member stores. 

Stiklestad noted they also ware-
house popular items such as rests, 
sights, broadheads and releases at 
the ARRO headquarters in Oregon, 
Wisconsin. Dealers needing certain 
items like HHA sights, Scott releases, 
Simms products or Tru Ball releases 
can order them directly through ARRO 

          Buying Groups Help     Pro Shops Compete

Sylvia Hughes is shown here taking a warehouse order from an ARRO member. She pric-
es all warehouse orders with the manufacturer and processes these orders for the mem-
ber. The warehouse stocks over 1,000 items including sights, rests, broadheads, releases, 
fi sh arrows and other dealer bread and butter items. 
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and have them shipped directly from 
the warehouse. Th e dealer is then 
billed from the headquarters. 

Th e third option is what Stiklestad 
called the Direct Bill/Direct Ship pro-
gram. A dealer places an order directly 
with a participating manufacturer such 
as PSE, Easton or Bear Archery and 
when the manufacturer receives the 
order, it ships the product and bills the 
dealer directly. At the end of the year, 
the direct bill manufacturer remits a 
rebate check to the ARRO offi  ce based 
on each member’s purchases. Th e 
offi  ce then fi gures the patronage divi-
dend due each member at year end 
based on the net income the group has 
accumulated and on each member’s 
percentage of purchases done through 
the buying programs. At the end of the 
year, Stiklestad said dealers receive an 
average rebate check of about $1,800. 

Stiklestad noted ARRO holds its 
own trade show in conjunction with 
the annual ATA show. Th e show, called 
the ARRO Hot Show, is held two days 
prior to the beginning of the ATA show 
at the ATA convention site. Th is year 
the Hot Show will be held in Columbus, 
Ohio on January 8 and 9, 2012 and the 
ATA will follow on January 10, 11 and 
12. 

At the Hot Show, manufacturers 
off er ARRO members additional sav-
ings on selected items from their prod-
uct line and these prices only apply to 
orders placed at the show. Members 
are given a detailed listing of show 
items in advance in order to plan their 
purchases. Stiklestad explained dealers 
receive a $500 reimbursement for trav-
el expenses if they place a minimum 
order of $10,000 and attend the annual 
membership meeting. Stiklestad told 

ArrowTrade the Hot Show prices are on 
average twelve percent lower than the 
regular yearly program prices, so there 
is a big incentive to attend and take 
advantage of them. Hot Show items are 
top selling new products and not close 
out merchandise. “ARRO members are 
looking for top quality, good selling, 
low priced merchandise and this is 
what we off er them,” Stiklestad said. 

According to Stiklestad, there are 
three criteria to becoming an ARRO 
member. Th e fi rst is that the appli-
cant must be a legitimate retail opera-
tion and have an actual store front. 
Secondly, they must have been in busi-
ness for at least three years prior to 
making membership application and 
have done at least $75,000 in busi-
ness for each of those years. Th e fi nal 
requirement is the new applicant must 
have an excellent credit rating and have 
a record of prompt payment to suppli-
ers and to any other creditors about 
which the organization may choose to 
inquire. 

Th e application, along with the 
past three years of business fi nancial 
statements and a personal fi nancial 
statement, are forwarded to the ARRO 
home offi  ce for evaluation. Pictures of 
both the interior and exterior of the 
applicant’s store are also required doc-
umentation and must accompany the 
application. If an applicant meets all 
of these criteria, the Board of Directors 
approves membership. 

Th e initial cost to join the organiza-
tion is $600 for which the new member 
gets four shares of ARRO stock valued 
at $50 per share. Each year after that, 
the annual dues are $400. Stiklestad 
noted ARRO will repurchase the stock 
at its par value should membership 
ever be dropped or terminated. 

Jeff  Bordwell, owner and operator 
of Legends of Fall Outfi tters in Tully, 
New York said being a member of 
ARRO has been a huge advantage for 
his business because he can buy many 

          Buying Groups Help     Pro Shops Compete
By Mike Raykovicz

Chris Hamm of HHA Sports says he likes having all ARRO members in one location prior 
to the annual ATA show because it gives him an opportunity for one-on-one dialogue 
with dealers. Hamm said the dealers in attendance are focused on doing business and as 
a result, their time as well as his is more effi  ciently utilized. Hamm noted ARRO members 
get better pricing and better terms than non-members and as a result, they can compete  
even with the big box stores.
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items from the companies he works 
with at a distributor’s price. “We get our 
best pricing at the Hot Show which is 
held prior to the ATA show every year,” 
Bordwell explained. “There, we can get 
even deeper discounts on certain prod-
ucts offered by various manufacturers 
and because of this, we can be com-
petitive with the big box stores in our 
area and still make money. ARRO is like 
having a second set of eyes for deal-
ers like us because they are constantly 
keeping an eye on what’s hot in the 
industry. Being a member works out 
well for us because they only work with 
legitimate dealers and not someone 
working out of his basement,” Bordwell 
explained. 

Bill Houck and Jim Yost, owners 
of Clarence Archery in Snow Shoe, 
Pennsylvania have been ARRO mem-
bers for 14 years. “The biggest advan-
tage we see in being ARRO members 
is the huge price break we get on our 
orders,” said Houck. “For example, 
we’re a small shop and don’t need to 
order a large number of things like tar-
gets or bow cases. We’ve found manu-
factures are willing to work with us so 
that we can order a smaller number of 
items and still get the discount pricing,” 
Houck explained. 

Houck said when the owners 
became ARRO members they were at 
first concerned about being able to 
meet the $10,000 minimum purchase 
requirement. “This amount seemed 
like a lot to us at first, but we found 
this wasn’t a problem because we now 
order that amount in arrows alone,” he 

noted. Houck and Yost attend the Hot 
Show and do about 90 percent of their 
yearly purchasing there although they 
still place some orders at the ATA show. 

 Houck said he and Yost still order 
some of their merchandise through a 
distributor because they can get an 
item a customer wants usually by the 
next day. “Kinsey’s have been wonder-
ful to us and we still use them but we 
do the majority of our buying through 
ARRO.” 

Houck said he couldn’t think of a 
single disadvantage of being an ARRO 
member. “Their office staff bends over 
backward to help us with whatever 
we need and that’s a big plus. We’re a 
small shop but we get the same prices 
as a much larger shop which makes us 
competitive with the big box stores we 
have in our area,” he added. 

Paul Schaffhauser of West Town 
Archery in Milwaukee, Wisconsin is a 
retail shop owner and an ARRO board 
member. “From a dealer’s perspec-
tive being an ARRO member has been 
an integral part of our business. Their 
office is a pleasure to work with and 
they’re very efficient. Buying is easy 
because we don’t have to set up indi-
vidual accounts and the whole billing 
process is easier for us. In most cases, 
we only have to pay one bill for the 
products we order and this saves us 
time,” Schaffhauser explained. 

“As a board member, I feel we have 
the best dealers in the country and 
the majority of their sales are through 
our office. Our dealers work the HOT 
Show which means even more savings 

for them and personally, I try buying 
as much as I can at this time for even 
more savings,” he added. Schaffhauser 
noted another key advantage for mem-
bers is that the HOT Show is held at the 
same venue as the annual ATA Show 
which saves dealers money in travel 
expenses. 

Independent retail shop owners 
aren’t the only ones with a positive feel-
ing about buying group membership. 
Chris Kirby, president of Quaker Boy 
Game Calls in Orchard Park, New York 
told ArrowTrade being a member of 
several buying groups including ARRO 
has been very important for his com-
pany. “Being a member of ARRO gives 
us an avenue directly to our members 
and this has been very helpful to us. 
We meet directly with the members 
right before the ATA Show because 
everybody is in one place. ARRO has a 
lot of buying power and as a result, we 
don’t have to deal with a large number 
of individual accounts. I can’t see a 
single disadvantage of being an ARRO 
member. They’re a great organization 
and we love working with them,” Kirby 
explained. 

Chris Hamm, national sales man-
ager for HHA Sports, said meeting 
ARRO members prior to the annual 
ATA show is a great and convenient 
way for him to do business. “By being 
at the HOT Show just prior to the ATA 
Show, we get quality face time with 
individual members without the hectic 
pace of the ATA. It gives us more one 
on one time with many buyers who are 
writing their business for the year,” he 

Lynn Stiklestad, 
administrative direc-
tor for the Archery 
Range and Retailer’s 
Organization is shown 
here conducting busi-
ness at ARRO head-
quarters in Oregon, 
Wisconsin. Stiklestad 
sets up programs 
between ARRO and 
manufacturers and 
addresses all facets of 
day to day operations. 
The bear in the photo 
was shot by the broth-
er-in law of JoAnn Lien 
who handles accounts 
receivable. It is now a 
permanent fixture in 
the ARRO office. 
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explained. “Buying group members are 
growing in numbers and if I had a pro 
shop myself I would defi nitely get in 
one because of the better pricing and 
better terms off ered by manufacturers. 
It’s the best possible way for dealers to 
compete with the big box stores,” he 
added. “We’ve been an ARRO mem-
ber since they’ve been in existence. 
We actually warehouse with ARRO and 
that makes it more convenient for us 
because it’s almost like dealing with 
a distributor. We ship to the ARRO 
warehouse and they in turn disburse 
our products to individual members,” 
Hamm told us. 

Hamm noted HHA gets regular 
reports of sales fi gures from ARRO and 
this helps his company keep its fi n-
ger on the pulse of what HHA prod-
ucts individual members are buying 
through the warehouse. “Even though 
we’re giving dealers better pricing, 
we’re still making our profi t margin 
and this puts us in front of other manu-
factures. In the past, we only attended 
the ATA Show but we’ve seen a defi -
nite spike in our sales by attending the 
buying group shows as well,” Hamm 
explained. 

For additional information con-
tact the Archery Range and Retailers 
Organization at PO Box 6, 156 North 
Main Street, Oregon, Wisconsin 53575 
or call (800) 234-7499. 

NABA
The National Archery Buyers 

Association (NABA) originated in 1995 
when two PSE sales representatives 
met with a half dozen western retail-
ers and suggested the shop owners 
band together to form their own buy-
ing group. Norman Geertsen, NABA 
president, was a founding member of 
the organization and told ArrowTrade
even though the group started small 
it now boasts over 300 members. “We 
started with six dealers and grew by 
word of mouth and through manufac-
turer’s representatives. Our fi rst show 
was held in Ontario, Oregon and then 
we moved it to Reno, Nevada the fol-
lowing year. We discovered Reno off ers 
aff ordable food and hotel prices and 
is relatively easy to get to by air from 
just about any part of the country. Th e 
show has been held here ever since,” he 

said in response to questions. 
In 2004, the group had a booth at 

the annual ATA show and it proved 
to be a good move for the organiza-
tion. “We picked up a lot of dealers at 
this show,” Geertsen said. “At fi rst our 
dealers were mostly from the western 
part of the country but now, we are 
split about evenly between eastern and 
western dealers. In fact, we are now 
an international organization since we 
now have seven dealers in Canada.” 

Geertsen explained the mission 
of the organization is to bring quality 
dealers together with manufacturers 
and representative groups. “Our goal is 
to combine the buying power of indi-
vidual pro shops to achieve the best 
possible pricing in an eff ort to assist 
dealers to improve their overall profi t 
margins,” he said. 

To become an NABA member, 
Geertsen said a dealer must be in busi-
ness for at least two years and have a 
legitimate store front open at least fi ve 
days per week with regular business 
hours. In addition to having a Federal 
tax identifi cation number and a busi-
ness license, the shop must do at least 
$200,000 in annual sales and have a 
good credit rating. Th e membership 
application, which is available on the 
NABA website, also requires the new 
applicant to supply four industry credit 
references. “Basically, we bring manu-
facturers and dealers together at one 
or both of our annual sales shows and 
all dealings are between the dealer and 
the manufacturer. We piggyback at the 
annual ATA show and then follow up 
with our own February show in Reno. 
Consequently, one of the requirements 
of membership is that a dealer attends 
one of these shows,” he said. 

Geertsen noted registered NABA 
dealers attending either show are pro-
vided a list of cooperating manufac-
turers and then they contact the man-
ufacturer for “show special” pricing. 
Geertsen said this price is not available 
to non members or to other dealers 
at the show. “We try to keep things as 
simple as possible for our members,” 
he noted. 

Mike Fairbanks, owner of A&M 
Archery in Lakewood, New Jersey told 
ArrowTrade being a member of NABA 
allows him to get excellent prices 
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without having to buy in huge quanti-
ties. “On items where I don’t do a large 
volume, I still get a good price from 
manufacturers and this keeps me com-
petitive with the big box stores in our 
area,” he said. 

Gary Hall, co-owner of Andover 
Archery Center in Andover, 
Connecticut said he doubted his busi-
ness could survive if he wasn’t a mem-
ber of NABA. “If I didn’t get a break 
on price I probably couldn’t afford to 
carry the product,” he said. “As tough 
as the economy is today, getting the 
manufacturer’s discounts is extreme-
ly important to us and honestly, get-
ting the NABA discount will make or 
break a product getting into the store. 
If we didn’t get a break on the price it 
wouldn’t be worth selling because we 
need to get a break from these big box 
stores who can sell for less than we can. 
These guys can buy 10,000 units from 
a manufacturer and get a volume dis-
count but, because we’re members of 
NABA, we can buy two dozen units of 
the same product and still get the same 
discount offered to the giant retailer. 
To compete with the market the way it 
is today, it’s crucial that I’m a member 
of a buying group. Since we became an 
NABA member about four years ago, 

our profit margin has improved consid-
erably,” Hall explained. 

Hall said he became a member of 
NABA simply because it seemed easier 
to join than other buying groups and 
that the organization seemed to fit his 
company’s needs. “I usually attend the 
ATA show while my father attends the 
Reno show. I run the pro shop and 
my father works in R&D for GreatTree 
Archery,” Hall said. “If it wasn’t for 
being a member of NABA, I wouldn’t 
be doing as well and in fact, I wonder 
if I could even survive, it’s that critical,” 
he emphasized. 

Hall explained when he and his 
father attend the annual trade shows, 
their first order of business is to check 
with the manufacturers with whom 
they currently work to see what kinds of 
deals they will be offering. “If we don’t 
get good pricing we may not carry 
the product. What 
is important to us is 
that NABA pricing 
carries throughout 
the year. For exam-
ple, if I order a hun-
dred dozen arrows 
in January, and then 
need twenty dozen 
more in October, I 

still get them for the same price I paid 
in January. I can’t imagine why anyone 
would not want to be a member of a 
buying group like NABA,” he noted. 

Stacy Randall, national sales 
manager at Bohning Archery told 
ArrowTrade being a member of NABA 
is extremely important to Bohning 
because it puts the company in direct 
contact with serious buyers. “They are 
the people who own archery shops or 
have a dedicated archery section and 
by going to the NABA shows it allows 
us to do any marketing we want to do 
directly with the people who purchase 
our products,” Randall said. Randall 
said the NABA show in Reno is impor-
tant to the company because Bohning 
has representatives on the west coast 
and it’s their primary buying group 
show. “It’s a great way for us to support 
them and to work with western dealers 
who may not be able to get to the ATA 
show because of distance or expense,” 
she noted. 

Tru-Fire Sales Manager Mike 
Sromalski said being a member of 
NABA is vital to his company because 
dealers who attend the annual show 
in Reno or the ATA show are a focused 
group of interested buyers who want to 

Tru-Fire’s Sales Manager Mike Sromalski is 
pictured here demonstrating the company’s 
new Edge release. Dealers attending either 
the ATA Show or NABA’s annual show in 
Reno are a focused group of buyers who 
are looking for the latest and most innova-
tive products for their customers. Sromalski 
said the shows are vitally important for his 
company’s introduction of new products 
because the dealers in attendance are intent 
on doing business.

Jerry Morrison, shown here operating a video camera at a recent 
NABA show in Reno, Nevada helped launch NABA as a western based 
buying group dedicated to helping independent archery shops com-
pete with the big box stores.  Morrison said the idea of creating a buy-
ing group that could produce and host an annual trade show came 
to him after carrying samples in a travel trailer and carting them all 
over the western states. Having dealers and vendors in one location 
solved many transportation problems. 
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see the latest new products his com-
pany is offering. “Being a member is 
a great benefit to us, in fact it's vital, 
because it gives us a concentrated 
forum of focused buyers especially 
when we are trying to introduce a new 
product. For us, being a member is 
essential because it certainly increas-
es our sales and brings us additional 
attention from legitimate shop own-
ers.”

In addition to the advantages cited 
by other manufacturers, Dave Potts, 
national sales manager for Axion 
LLC, said being a member of a buy-
ing group like NABA means his office 
staff doesn’t have to spend a great deal 
of company time doing credit checks 
on retail members. “It saves us a lot 
of time and it saves the dealer time 
because we don’t have to do a credit 
check and they don’t have to do a lot of 
paperwork to get credit approval. The 
buying group has already determined 
the credit worthiness of a retailer and 
if anyone is slow on paying or is behind 
in their payments, we know immedi-
ately,” said Potts. 

For additional information or to 
become a member of the National 
Archery Buyers Association contact 
the group at 14434 SE Territory Drive, 
Clackamas, Oregon, 97015 or call them 
at (503) 658-7328.

Sport’s, Inc.
Founded in 1965 in Lewistown, 

Montana, Sports, Inc. is a 100 percent 
member owned buying group with 
each member owning one share of 
common stock. According to Sports, 
Inc. CEO Todd Adams, each member 
has an equal vote in organizational 
matters no matter how long they have 
been a member or how large they 
might be. 

The organization is governed by a 
nine member board of directors elect-
ed from the general membership at the 
annual stockholders meeting and all 
are store owners. The course is set by the 
organization’s network of store owners, 
board of directors and staff. Adams 
noted the stated goal for Sports, Inc. is 
to make its members more profitable 
and to recognize the constant need for 
growth and efficiency by increasing 
manufacturers’ sales volume as well 

as increasing the group’s annual mem-
bership. In addition, Adams explained 
Sports, Inc. is committed to improving 
its systems so that members are in a 
better position to take advantage of 
technology to improve their business.

Since its inception, Sports, Inc. has 
grown from its original seven stores 
into a nationwide network of retail-
ers involved in all facets of the sport-
ing goods industry included hunting, 
fishing and archery. The organization 
has over 415 members with more than 
560 sales locations in 48 states. Adams 
noted Sports, Inc. members have a 
combined annual sales total of more 
than $1.4 billion and over 120 mem-
bers sell archery equipment. 

Adams told ArrowTrade most retail 
dealers join Sports, Inc. because of the 
organization’s superior buying oppor-
tunities and other advantages. “Dealers 
become stockholders in a profitable, 
growing business and receive numer-
ous rebates and other financial incen-
tives through their membership,” he 
noted. Although the specifics of the 
dealer rebate program are only dis-
cussed with members and partici-
pating vendors, Adams said last year 
Sports, Inc. returned over $15,000,000 
in rebates to its members.

Members enjoy other benefits such 
as easy ordering directly from more 
than 900 manufacturers and the abil-
ity to consolidate multiple vendor pay-
ments into a single check to Sports, Inc. 
In addition, if there are any disputes 
between the retailer and manufacturer 
Adams said his staff is prepared to 
handle any potential claims issues with 
a vendor saving the retailer and vendor 
both time and money. 

Andy Eames is the Sports, Inc. 
Outdoor Division Manager and he 
told ArrowTrade the organization is 
comprised of three main sub divisions: 
Outdoor, Athletic and Winter Sports. 
Among the three, Eames noted the 
Outdoor and Athletic divisions are the 
two largest. Eames said although mem-
bers have their finger on the pulse 
of the marketplace they are aided in 
receiving additional information on 
current trends by checking the Sports, 
Inc. web site, by talking to sales rep-
resentatives on a daily basis and from 
attending both Sports, Inc. and other 

industry shows. 
 “Since we're a 100 percent mem-

ber owned group, each member is 
a shareholder so all 40 Sports, Inc. 
employees work to make things easier 
for our individual owners. We handle 
all the billing so we take advantage of 
every deal we can and pass the savings 
on to our members. Basically how we 
operate is that everything the manufac-
turer offers Sports, Inc. including pro-
gram discounts, dating or freight deals 
we pass along to our members one way 
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or another,” said Eames. 
Eames noted the secure website is 

yet another valuable resource for mem-
bers because it serves to simplify and 
streamline their business in a variety of 
ways. Through the website, members 
can get current prices, see sales fli-
ers, obtain program information, print 
invoices, make payments, file claims 
and receive credits. 

In addition, Eames said a mem-
ber’s business is simplified even further 
because the buying group does all the 
negotiating legwork, so all a member 
needs to do is review the programs 
presented to them and then decide if 
the program will pay them more than 
what they can get on their own. “If they 
choose to buy through Sport’s Inc. all 
they need do is tell the supplier they 
are a Sports, Inc. member, give them 
their Sports, Inc. store number, and 
then place the order on their Sports, 
Inc. account. Once the order is shipped 
and invoiced, we save our vendors and 
members time and money because of 
our central billing and secured pay-
ment system,” Eames noted. 

Eames explained yet another 
advantage for members is that all the 
program work is done by Sports, Inc. 
by consolidating access to venders. “If 
they want to work through Sports, Inc. 
the program and pricing are negotiated 
beforehand and presented to the dealer 

in a streamlined fashion. For dealers 
they’re the right programs at the right 
pricing at the right terms while on the 
back end, all the invoices are consoli-
dated so the dealer needs to only write 
one check to Sports, Inc. instead of 
numerous checks to numerous manu-
facturers,” Eames explained. 

Sports, Inc. also has a credits and 
claims department consisting of a team 
of representatives and every member 
has a single person assigned to their 
store. For example, Eames explained if 
a retailer has an issue with an invoice 
they simply explain the problem to 
Sports, Inc. by filling out an online 
claim form. “Pricing and shortages are 
typical of the problems handled by our 
credits and claims department but they 
are prepared to handle just about any 
problem concerning the shipment. The 
department can work to resolve the 
problem by dealing directly with the 
manufacturer or their representatives 
which can be a time consuming task for 
the retail owner. If there is a problem, a 
member can call us and we file a claim 
and work to resolve the issue for them 
so they can take care of their business 
and not have to spend time trying to get 
the problem solved. For the member, 
this is like having an extra backroom 
employee who fixes invoicing problems 
so the member can focus on running 
his business,” he explained. 

In addition, Eames noted Sports, 
Inc. has a defective merchandise pro-
gram where, if a store has merchandise 
returned by customers, the organiza-
tion actually has internally budgeted 
funds for members so merchants basi-
cally have a built in merchandise defect 
allowance. “If they have a return, the 
retailer simply files a claim with us and 
we take it from there,” Eames explained. 

“The defective merchandise can be 
returned either to the manufacturer or 
in the case of a product that may have 
a liability aspect attached to it like a 
treestand, it may be destroyed in the 
field,” Eames added. “For example, a 
defective bow sight may be returned 
by the retailer or, if the manufacturer’s 
field representative approves, it may be 
destroyed. It’s really up to the manufac-
turer. The bottom line is if it’s ordered 
through Sports, Inc. the problem is 
handled as quickly as possible and the 
dealer doesn’t have go through a lot of 
hassle shipping merchandise back to 
the manufacturer and then hope to get 
reimbursed in a timely manner. Sports, 
Inc. gives a credit to the member from 
the beginning and then we take it up 
with the manufacturer.” 

This large buying group produces 
five trade shows a year, three of which 
are dedicated to the outdoor industry. 
“Our shows are created to produce the 
best possible order writing environ-
ment for our members and the vendors 
we invite,” said Eames. “Our shows are 
by invitation only and it’s not our intent 
to make money from booth fees. Our 
goal is to pick the right time and the 
right place with the right mix of mem-
bers and vendors to maximize the time 
available.” 

To encourage new vendor par-
ticipation, Eames noted the organiza-
tion recently established the Vendor 
Consideration Exhibit to allow pro-
spective new vendors to get in front of 
the majority of Sports, Inc. members in 
a focused environment where they can 
display their products, collect business 
cards, network with members and write 
orders. Eames explained the members 
then vote on which vendors they would 
like to see approved by Sports, Inc. 

Sport’s, Inc. produces three annual trade shows dedicated to the outdoor industry. 
Vendors are chosen by membership vote and attend by invitation only. This allows mem-
bers and venders to maximize order writing opportunities. 
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� e February show is outdoor spe-
ci� c and always held in Phoenix. “We 
also hold a show, usually the second 
week in August. It will be in Kansas City 
this year but this show is held in di� er-
ent venues because we have member-
ship in 49 states,” Eames told us. “In 
2012, the show will be in Indianapolis 
and in 2013 it will be held in Denver.” 

Eames said Sports, Inc. o� ers a 
number of member service programs 
like credit card processing, Point of Sale 
register systems and business insur-
ance but their best member service 
program and relationship is with UPS, 
the world-wide shipper. “Our overall 
group relationship allows our members 
to qualify for a UPS deal they would 
never be able to get on their own,” he 
added. 

To more fully understand the 
advantages of being a member of 
Sports, Inc., we contacted Kelly Presley 
of Presley’s Outdoors in Bartonville, 
Illinois. “Being a member of Sports, 
Inc. is a big reason we are what we are 
today,” said Presley. “� ey negotiate 
programs and prices that allow us to 
compete with the big box stores in our 
area,” he explained. “In this day and age 
you don’t know as a business if you can 
get credit, much less credit from 350 
di� erent suppliers but, as a member, all 
that is taken care of for us,” he added. 

Presley went on to say his fam-
ily owned company has been in busi-
ness for 65 years but has only been 
a member of Sports, Inc. for the past 
ten. “About ten years ago my father, 
who ran the business before me, saw 
a window of opportunity in joining a 
buying group like Sports, Inc. and took 
advantage of it. It was a no-brainer at 
the time. Sports, Inc. is always com-
ing up with new ideas and is grow-
ing all the time. I’ve run our company 
for six years and I’ve noted numerous 
changes they’ve made to maximize our 
membership.” 

“When my dad got into Sports, Inc. 
ten years ago, I don’t think he fully 
realized how well this would ultimately 
work out for us. It’s an amazing organi-
zation and I think the reason my dad 
picked Sports, Inc. is that it is member 
owned. When a small retailer tries to 
do business with a large manufacturer 
they are not likely to get the best price 

from that manufacturer. 
� rough Sports, Inc., 
you get the absolute 
best possible pricing 
right out of the gate and 
this helps us big time,” 
Presley noted. 

To learn more about 
the bene� ts enjoyed by 
Sport’s, Inc. members 
call Sport’s, Inc. at (406) 
538-3496. 

NBS
Nation’s Best 

Sports, (NBS) located 
in Fort Worth, Texas 
was founded in 1956 by
Claude Manning who, 
according to NBS 
Director of Member 
Recruiting, Stuart 
Snow, originally conceived of the con-
cept of buying groups currently used 
by all industries throughout the world 
today. From its humble beginning of 
six stores, NBS has evolved into the 
largest volume sporting goods buy-
ing group in North America. Today, 
Snow said NBS counts over 200 inde-
pendent sporting goods retailers in 
48 states with a combined retail vol-
ume in excess of $1,500,000,000. As 
a consequence, Snow said NBS
is in a position to negotiate the most 
advantageous programs for its mem-
bers. To accomplish this, NBS relies on 
the strength of combined knowledge, 
objectives, teamwork, and member 
involvement and input. 

In addition to o� ering its mem-
bers discounted programs with major 
vendors, Snow said members may take 
advantage of the many special pur-
chase opportunities which become 
available throughout the year, as well 
as the show specials which are avail-
able at the NBS Markets. � is buying 
group is wholly owned by its mem-
bers and is operated under by-laws, 
and governed by a board of directors. 
According to Snow, the board of direc-
tors has between 12-15 members and 
is comprised of the chairmen of vari-
ous committees and district directors. 
� ere is an executive board as well. 
Snow told ArrowTrade the active 
involvement of individual members in RamCatBroadheads.com 

412-519-5352
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in the world, with independent 
testing at Stanford University!

Fulton Precision Archer y

Hardest 

Hitting 

Broadhead 

on Earth!

Sport’s Inc. holds an annual outdoor spe-
ci� c trade show in Phoenix every year. The 
group strives to link member dealers with 
vendors for the competitive advantage 
of both. With over 400 members who do 
more than $1.1 billion in retail sales, the 
shows o� er a remarkable opportunity for 
selected manufacturers.
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the buying group coupled with a nego-
tiation process with its suppliers is what 
gives NBS its vitality and permits the 
successful representation of the mem-
bership. Snow noted members ben-
efit in yet another way because NBS 
is a resource for valuable information 
that can strengthen their retail perfor-
mance. Through NBS retailers share 
their experience on common issues 
such as buying trends, pricing struc-
tures, sales promotions, merchandising 
methods and more. 

In addition, Snow noted NBS pro-
vides members with brands that are 
exclusive to them. “This exciting feature 
gives NBS members greater margins 
while enabling them to offer their cus-
tomers a unique selection of quality 
merchandise found only at NBS mem-
ber stores. We provide whatever sup-
port a retail member needs from e-com-
merce, point of sale, electronic purchase 
order writing, printed circulars and our 
own outdoor magazine. Our quarter-
ly NBS outdoor magazine is hunting 

o r i e n t-
ed for a half year and fishing ori-
ented for the other half year. The 
magazine is provided free to our 
members to distribute free to their 
customers,” Snow informed us. 

According to Snow, to do well 
in today’s market place members 
must have the tools to not only buy 
better but to sell better as well, and 
NBS provides those tools. An addi-
tional membership benefit is the 
e-commerce support the organiza-
tion offers its members. “We can 
construct a website for a member 
which in turn can generate on-line 
sales that enhance the actual walk-
in sales at the retail store. In addi-
tion, we print millions of circulars 
that are regularly distributed in the 
member’s local newspapers. These 
circulars are customized for each 

member and are geared to the inde-
pendent retailer from the largest to the 
smallest.” 

NBS provides a valuable informa-
tion service for its members by elec-
tronically transmitting a weekly bulle-
tin to all members. This bulletin is filled 
with buying opportunities, new prod-
ucts, and special deals and provides a 
forum to level-out inventory. Because 
current information is so readily avail-
able, NBS members can sell products 
to each other at cost, thus helping each 
other maintain profitability and to sup-
plement and/or control stock. 

As an NBS member, retailers are 
automatically pre-qualified for partic-
ipation in MasterCard and Visa dis-
count programs and realize substantial 
savings using the NBS negotiated rates. 
In addition, NBS researches and finds 
vendors that provide special discounts 
on fixtures and packaging and even 
employs an expert on freight rates to 
negotiate premium shipping rates to 
guarantee each member the lowest 

possible shipping rate throughout the 
year. Companies like Federal Express, 
Estes, YRC and other major freight car-
riers assures dealers of the lowest rate 
possible regardless of the size of the 
shipment. 

Twice a year, NBS conducts major 
markets at the Convention Center in 
downtown Fort Worth, Texas. These 
events are eagerly anticipated and well 
attended. To encourage attendance, 
dealers are offered special hotel rates 
as well as air and ground transporta-
tion discounts but Snow said the great-
est incentive for members is the money 
they will save by attending. “NBS mar-
kets are tremendous opportunities for 
members and vendors to interact one-
on-one and obtain valuable informa-
tion,” he explained.

In addition to the major mar-
kets, NBS offers smaller specialty 
markets based on seasonal sports 
that are held throughout the year. 
“These popular and extremely 
successful markets attract large num-
bers of buyers and sellers because of 
their timeliness to customers’ needs, 
and their product specific perfor-
mance,” Snow explained.

“We offer programs with most 
large archery manufacturers as well as 
apparel manufacturers and our mar-
kets are open only to our members and 
needless to say that’s where the great-
est incentive from vendors is available. 
Our sole reason for existence is to help 
the independent sporting goods retail-
er to not only survive but to thrive 
in an increasingly competitive market 
place by giving them the purchasing 
and marketing tools they need to allow 
them to be competitive,” said Snow.

 David Reynerson, CEO of Bowie 
Outfitters LLC in Baton Rouge, 
Louisiana said being a member, has 
had huge advantages for his company. 
“Membership allows us to get the best 

PHOTO LEFT: NBS retailers and vendors are shown 
here conducting business at a recent major market 
event held twice a year at the convention center in 
downtown Fort Worth, Texas. To encourage atten-
dance, dealers are offered special hotel and ground 
transportation rates.  PHOTO RIGHT: NBS vendors are 
a critical component to the success of the organization. 
Vendors submit programs that are screened by the NBS 
staff and committees for quality and integrity. Once 
approved, vendors then market their merchandise to 
the NBS membership via bi-yearly markets.

NBS staff members are shown here working 
one of the bi-yearly markets held in Fort Worth, 
Texas. (l to r) Travis Van Campen, divisional 
merchandise manager, hunting, clothing and 
footwear, Jake Fuller, buyer for ski hard goods 
and paddle sports, Steven Baker, divisional 
merchandise manager hunting and shooting 
sports, Tyler Bennett, buyer, camping, Michael 
Waddell, TV Personality and Stuart Snow, direc-
tor of member recruiting.
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pricing, terms, and delivery, and to 
arrive at that deal quickly. Most of our 
buying is at the NBS show so all of 
the best vendors are there ready to do 
business without a lot of fl uff  or hype. 
Th ey know we have done our looking 
and are now ready to buy. I think being 
a member of such a large and diverse 

group is the reason we can suc-
ceed in today’s market,” said 
Reynerson. 

Another archery retail-
er, Ken Vandervest of D 
and R Sports in Kalamazoo, 
Michigan, noted being a 
member of NBS has allowed 
his company to purchase 
their archery and other hunt-
ing products such as tree-
stands at pricing that allows 
them to be competitive with 
the mass merchants. “We can 
be competitive and still turn a 
profi t,” Vandervest explained.

Retailers interested in additional infor-
mation on growing their business 
and becoming members of Nation’s 
Best Sports are encouraged to call 
Stuart Snow, director of member 
recruiting at (817) 605-2207 or e-mail
him at ssnow@nbs.com. 

Conclusion
After doing the research for this 

article it became clear becoming a 
member of a buying group might be 
the single most important thing a small 
retailer can do to increase profi ts and 
streamline their business. It’s a given 
fact wholesalers give pricing breaks to 
customers who buy in large volume 
and this puts a small business at a 
disadvantage. By becoming a member 
of a buying group, a small retailer can 
buy like the big boys buy and compete 
with the big box stores on a more level 
playing fi eld. 

As a bonus, buying groups give 
their members better payment and 
freight terms and can even solve war-
ranty problems. In order to survive in 
today’s competitive market, working 
harder, smarter and more effi  ciently is 
more important than ever been before 
and joining a buying group allows small 
retailers to do just that.

Chris Kirby, president of Quaker Boy Game Calls said his company deals with 
several buying groups including NABA, ARRO, Sport’s, Inc. and NBS. Because of 
the advantages of being a buying group member, Kirby noted it was diffi  cult for 
him to imagine a retailer not participating in buying group membership. 
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